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Utility Theory (Atkin 1973); Mood Management Theory (Zillmann & Bryant 1985) ; and Eudaimonia Theory (Oliver 2008).
Developmental factors.
As for development, research has shown that individuals typically prefer media content that is only moderately discrepant from their age-related comprehension schemata and experiences (e.g. Valkenburg & Cantor 2001) . If they encounter media content that is too discrepant, they will allocate less attention to it or avoid it. This moderate-discrepancy hypothesis explains, for example, why: (a) toddlers are mostly attracted to media with a slow pace, familiar contexts, and simple characters; (b) preschoolers typically choose a faster pace, more adventurous contexts, and more sophisticated characters; and (c) adolescents are the most avid users of social media and seek entertainment that presents humor based on taboos and irreverent or risky behavior (Valkenburg & Peter 2013a) . Although developmentally-related media preferences are most evident in childhood, they also extend to adulthood. For example, in comparison to younger adults, middle and older adults more strongly prefer nonarousing, meaningful, and uplifting media content, whereas younger adults more strongly prefer arousing, violent, and frightening media (Mares et al 2008 , Mares & Sun 2010 , Mares & Woodard 2006 .
Social context factors.
Most media effects theories recognize the importance of social context at the micro, meso, and macro level in encouraging or discouraging media use (Klapper 1960 , Prior 2005 , Slater 2007 ). Social influences can occur deliberately and overtly, when institutions, schools, or parents restrict or regulate media use (Nathanson 2001 , Webster 2009 . On the macro level, structural aspects of the media system (e.g. channel availability) can affect media choices (Webster 2009 ), whereas on the micro level, adults can forbid children to watch violent content and encourage them to use educational media (Nathanson 2001) .
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Social influences can also occur more covertly, through an individual's perception of the prevailing norms in the groups to which they belong (e.g. family, peer clique, subcultures).
This more subtle influence has received relatively little attention in the literature. The majority of research has focused on individual antecedents of media use, thereby ignoring the notion that selective media use also operates on the level of social identity (Harwood 1999), the part of our self-concept that we derive from our membership of a social group or groups (Taifel 1978 ). Selective exposure is most likely to occur when it is perceived to converge with the opinions, values, and norms in the social group(s) to which media users perceive themselves to belong.
People have a strong need to identify with group norms, and to bolster their selfesteem by comparing their social identity to the norms and attitudes of relevant outgroups (Taifel & Turner 1979) . Media offer individuals many opportunities to develop and maintain their social identities. They can use media to learn about ingroups and outgroups (e.g. age groups, ethnic groups; Harwood 1999). For example, adolescents often watch drama to learn social lessons, about how people like themselves flirt or start and end relationships, or which types of humor are appropriate (Valkenburg 2014) . Hence, it is likely that media provide media users with "social identity gratifications" (Blumler 1985 , p. 123, Harwood 1999 .
Feature 2: Media Properties as Predictors
A second feature of media effects theories that may specify the boundary conditions of media effects involves properties of media themselves. Three types of media properties may influence media effects: modality (e.g. text, auditory, visual, audiovisual) , content (e.g. violence, fearfulness, type of character, argument strength), and structural properties (e.g. special effects, pace, and visual surprises).
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Modality. Since the early days of mass communication research, it has been common to study the differential effectiveness of modalities for information processing and learning.
Marshall McLuhan (1964) is best known for his theory of the differential impact of modalities. By means of his aphorism, "the medium is the message," he argued that media affect individuals and society not by the content delivered, but primarily by their modalities. Inspired by McLuhan's theories, a myriad of media comparison studies have tested whether information delivered via auditory or textual modalities encouraged learning, reading skills, or imagination more (or less) than information delivered through audiovisual media (e.g. Beentjes & van der Voort 1988 , Greenfield et al 1986 . These media comparison studies largely lost their appeal in the new millennium, probably because they often failed to produce convincing results especially when it comes to learning (Clark 2012). Many content and structural properties related to the presentation of information (e.g. difficulty, repetition, prompting) turned out to be more important for learning and information processing than modality (Clark 2012).
In the new millennium, due to advances in technology, research interest in the differential effects of media modalities have shifted to, for example, a comparison of the effects of interfaces that differ in their degree of interactivity on engagement, information processing, and learning (Sundar et al 2015) . Media comparison studies also started to focus on the differential effects of reading on paper versus screens (via tablets or e-readers) for learning and information processing (e.g. The complexity faced in formulating a comprehensive theory of content properties that guide selective exposure is particularly challenging because the attractiveness and effectiveness of content is strongly contingent upon individual users or, at best, subtypes of users. After all, what keeps one's attention to media content is the result of a complex and intertwined set of dispositional, developmental, and social-context factors. For example, the nature of characters, narratives, contexts, and humor that attract the attention of early adolescents may be unappealing or even distasteful to other age groups. Still, the literature reveals some notions about media content that may guide selective exposure. For example, it has often been found that people pay more attention to negative media content than to positive content, especially when it comes to news (Zillmann et al 2004) . These results are consistent with theories that argue that people are "hardwired" for attention to dangerconveying stimuli (Shoemaker 1996) . People attach more weight to negative information because such information probably contrasts with their baseline positive reactions to social
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information (Fiske 2003) , a phenomenon named the Pollyanna effect (Matlin & Stang 1978) . Pratto and John's (1991) work on automatic vigilance, the human tendency to automatically direct more attention to negative than positive stimuli, has sometimes been used to explain individuals' selective exposure to negative news or to sad and frightening entertainment (Knobloch-Westerwick 2015) . 
Structural properties.
Research has also identified structural properties of media (e.g. visual surprises, special effects, peculiar sounds) that may trigger our orienting reflex to media, which has been argued to instigate selective exposure (Knobloch-Westerwick 2015) . The orienting reflex is our immediate and automatic response to change in our Stimulus-driven automatic attention is already present in infants and is less contingent on audience factors than sustained attention is (Bradley 2009 , Valkenburg & Vroone 2004 . However, although stimulus-driven automatic attention can instigate selective exposure, it is unlikely a sufficient condition for sustained selective exposure. First, after repeated exposure to a novel or otherwise salient stimulus, people's attention toward it becomes weaker, even if the stimulus is strong (Bradley 2009). Second, selective exposure is primarily guided by the goals and experiences of media users, and, hence, it is more sensitive than stimulus-driven attention to dispositional, developmental, and social context differences in the media users.
Feature 3: Media Effects are Indirect
A third feature of many media effects theories that may specify the boundary conditions of media effects is that most media effects are indirect rather than direct (e.g. McLeod et al 2009 , Petty & Cacioppo 1986 ). An indirect effect is one in which the influence of an independent variable (e.g. media use) on other variables (e.g. outcomes of media use) works via its influence on one or more intervening (mediating) variables. The conceptualization of indirect media effects is important for two reasons. First, intervening variables provide important explanations for how and why media effects occur, and, therefore, they can be helpful when designing prevention and intervention programs.
Second, ignoring indirect effects can lead to a biased estimation of effects sizes in empirical research and, thus, meta-analyses (Holbert & Stephenson 2003) . After all, it is the Media Effects 17 combination of direct and indirect effects that makes up the total effect of an independent variable on a dependent variable. Thus "if an indirect effect does not receive proper attention, the relationship between two variables of concern may not be fully considered" (Raykov & Marcoulides 2012, p. 7) .
Media effects theories have identified three types of indirect effects. In the first type, which we discussed in the section about selectivity (feature 1), media use itself acts as an intervening variable between pre-media use variables (development, dispositions, and social-context factors) and outcome variables. In the second type of indirect effects, the cognitive, emotional, and physiological processes that occur during and shortly after 
Feature 4: Media Effects are Conditional
Models that propose conditional media effects share the notion that media effects can be enhanced or reduced by individual-difference and social-context variables. Several media effect theories recognize conditional media effects, including Uses-and-
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Gratifications Theory (Rubin 2009 They not only predict media use, but in interaction with media properties they influence the way in which media content is processed. In other words, properties of media affect how media content is processed (i.e. property-driven processing), but the effects of this property-driven processing are contingent upon specific dispositions, developmental level, and social context factors of the media user.
As discussed, individuals have the tendency, at least to a certain extent, to seek out congenial media content (Hart et al 2009 , Klapper 1960 , that is, content that does not deviate too much from their dispositions, developmental level, and the norms that prevail in the social groups to which they belong. It is conceivable that these same factors can also moderate the way in which media content is processed. Qualitative critical audience research has often emphasized that audiences differ in their interpretations of media content (e.g. Hall 1980) and that these interpretations partly depend on gender, class, race, and age The moderating role of dispositional variables can be explained by the dispositioncontent congruency hypothesis (Valkenburg & Peter 2013a) , which argues that dispositionally congruent media content may be processed faster and more efficiently than incongruent content because it can be assimilated more readily to the media user's existing cognitive schemata. Because congruent content requires less cognitive effort, it leaves more resources available for the processing of less salient content (Alba & Hutchinson 1987) .
Dispositionally congruent content can also affect emotional processing through processing fluency. Congruent content enhances the media users' experience of familiarity or at least their illusion of familiarity. This (illusion of) familiarity may in turn enhance positive affect
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and aesthetic pleasure, a process that has been named the hedonistic fluency hypothesis (Reber et al 2004) .
As for the moderating role of developmental level, research shows that, in comparison to older children and adults, younger children are less effective in investing cognitive effort during media use. They still lack the knowledge and experience to assimilate new information into their existing framework. They also show stronger physiological arousal reactions to violent and frightening media, even if this content is unrealistic (Valkenburg & Cantor 2001) . Finally, whereas younger adults invest more cognitive effort in processing negative stimuli (e.g. mutilations; Mares et al 2008) , middle and older adults invest more cognitive effort in processing positive stimuli (e.g. babies, animals). As discussed, if individuals encounter media content that is too discrepant from these schemata and experiences, they will either avoid it or allocate less attention to it.
Moderately discrepant media content, which is, by definition, partly familiar to a media user, is also likely to be processed more fluently. Such content can more easily be related to existing schemata than fully discrepant content. As a result, it can activate more and more different nodes (e.g. emotions, cognitions) in people's semantic network (Valkenburg & Peter 2013a) .
Social contexts can also modify the way in which we perceive media. When physical violence is accepted in families, children may learn to interpret media violence differently than do other children (Schultz et al 2001) , and they may become more Transactional models aim to explain how and why this occurs. They specify the boundaries of media effects by recognizing that media users can be influenced only by media content that they selectively use and selectively interpret. Still, other studies have pointed to transactional media effects. For example , Slater et al (2003) found that exposure to violent media prospectively predicted aggressiveness, and aggressiveness prospectively predicted violent media content. Eveland et al (2003) found that individuals' elaboration of television and print news messages was reciprocally related to their level of political knowledge. Such reciprocal relationships have also been found for sensation seeking and watching R-rated movies (Stoolmiller et al 2010) . Finally, adolescents who frequently watch pornography more often tend to see women as sex objects, which in turn increases their use of and emotional responses to this material (Peter
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The concept of mass self-communication has not only important implications for media effects theories but also for CMC theories. Many, especially the older, CMC theories suffer from the same omissions as some older media effects theories. Both types of theories are often rooted in a reception model, that is, in the notion that certain properties of media or technologies (modality, content, structure) have a unidirectional impact on recipients.
Even CMC theories, which are ostensibly theories that focus on the communication between two or more individuals, have often focused on the effects of certain CMC properties (i.e. anonymity, reduced nonverbal cues) on the recipients of these properties.
Although media effects as well as CMC theories like to describe recipients as active in the sense that they have autonomy over the way they receive and interpret media or CMC properties, the assumed influence is unidirectional: from the media or technology to recipients. In fact, in both media effects and CMC theories, 'effects' are often conceptualized as recipient effects.
The concept of mass self-communication does not deny the processes related to the reception of media content. However, its emphasis on the self-generated, self-directed, and self-focused character of internet-based social communication draws our attention to the possible effects of content produced by the sender on him or herself. Long before the advent of Web 2.0, observers noted that media users had become producers as well as consumers of information and entertainment, a phenomenon for which the now somewhat obsolete term prosumers was coined (Toffler 1980) . This implies that, in terms of transactional media effects theories, CMC technology not only provides users a fast and easily accessible vehicle for interpersonal transactions, but also an increased opportunity for intrapersonal transactions, that is, transactions within the senders (and recipients) themselves. In other words, the production and distribution of content by a sender may not only affect its recipient(s), but also the sender him or herself. This phenomenon, that our
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own behavior exert influence on ourselves, has been recently referred to as an expression effect (Pingree 2007).
The study of expression effects is rather new in the field of media effects, and research into the mechanisms is still scarce. A plausible explanation for the occurrence of expression effects is based on the same need that guides selective media exposure, the need to be consistent. Bem's (1972) self-perception theory may be useful as a starting point.
Like Festinger (1957) , Bem suggests that people need to be consistent in their beliefs, attitudes, and behavior. Whereas the generally accepted belief is that cognitions and attitudes precede one's behavior, self-perception theory, in contrast, argues that individuals derive their cognitions, beliefs, and attitudes from their own prior overt behavior. They adapt their beliefs and attitudes by observing their own behavior in retrospect.
Several CMC studies have addressed expression effects. For example, Shah et al (2005) found that online civic messaging-that is, the creation of political messages on the Internet-significantly influenced the senders' own civic engagement, and often more strongly than exposure to traditional news media. Gonzales and Hancock (2008) asked subjects to present themselves in either a public or private blog as either introverts or extraverts. They found that subjects later perceived themselves according to their introvert or extravert self-presentation, but only when their blogs were public. Such intrapersonal changes even appear to hold when the online self-presentation occurs through an avatar (Yee et al 2009) , a digital, graphical character that represents the CMC user in virtual worlds or games, a phenomenon that has been named the Proteus effect (Yee et al 2009 ).
Other studies demonstrate ways in which expression and social effects combine. Valkenburg et al (2006) found that adolescents' own behavior on social network sites is related to their self-esteem. Adolescents who created an online profile seemed to use feedback from their peers about these profiles to adjust and optimize their profiles, which
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was associated with more positive feedback. In this way, through improved feedback and their own communicative behavior, they managed to enhance their self-esteem. This result was extended by Walther et al (2011a) . Drawing on Gonzales and Hancock (2008), Walther et al asked subjects to write blogs for which half of the subjects were instructed to write as if they were introverts and the other half as extraverts. They showed that when CMC users received confirming feedback (from either a person or a computer program) it magnified the expression effect (i.e., the effect of their self-presentation on their own self-concept).
In summary, the scarce research into CMC research in general and expression effects in particular indicates that both intrapersonal (expression effects) and interpersonal processes (feedback) may affect the self-presentation and self-concepts of senders and recipients of mediated communication (Van Der Heide et al 2013) . In addition, both senders and recipients have specific dispositions that may prompt their media consumption, shape their attention to the messages that are exchanged, and affect their interpretation (Walther et al 2011b) . Future research should further explore the exact conditions that facilitate, and mechanisms that explain, expression effects. Future research should also attempt to understand whether and how expression effects occur, and for whom they particularly hold, so that interventions can be designed to mitigate negative effects (e.g. of comments on suicide or pro-anorexia sites), and encourage positive ones (e.g. comments on websites that encourage civic participation).
CONCLUSION
In this review, we have taken stock of the development of two subdisciplines of communication science: (mass) media effects and computer-mediated communication (CMC). We charted some notable historical parallels in conceptual thinking within these subdisciplines. First, both media effects and CMC research have found their roots in theories that conceptualize 'effects' as powerful and direct processes, which have been Media Effects 31 metaphorically called a "hypodermic needle," or "magic bullet" in media effects theories and "technological determinism" in CMC. Second, in the course of time, both subdisciplines progressed from a unidirectional receiver oriented view to transactional paradigms. Current theories in both subdisciplines acknowledge that individuals shape and are shaped by their own selective use of media or communication technologies.
Despite this apparent progression in theory formation, research into the uses and effects of the newest generation communication technologies is still in its infancy. An important factor that hampers the field is that its object of study, media and technology, is a 'moving target,' a phenomenon that is continuously subject to change while we try to understand it. Since the advent of Web 2.0, these changes have rapidly accelerated. The tools and applications that we study are often outdated by the time that articles about them are published. Another factor is that our understanding of the uses and effects of media and communication technologies develop in a variety of disparate disciplines and subdisciplines that until now have often largely ignored each other, which also hampers integrative theory formation and testing (Craig 1999 ).
An integration of mass media and CMC research is more opportune than ever, now that we spend several hours per day with social media, and mass media communication has turned into mass self-communication. Take a phenomenon like Social TV, the most obvious blending of a mass medium and CMC, in which many people simultaneously share their TV experience with other viewers via Twitter or Facebook, and divide their attention between television and the comments of thousands of other viewers. Based on the contextcongruence hypothesis, it is to be expected that comments from like-minded co-viewers may enhance selective processing of media content and, hence, media effects. However, research on such phenomena is still scarce. There is an obvious need for research that
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compares the effects of social watching with watching alone and specifies the conditions under which user-generated comments affect viewers.
There are more important technological trends that may influence one or more of the five features of media effects theories identified in this review. First, in the past years, communication technologies have become ever more mobile. They moved from our desk (desktop), to our bag (laptop), to our pocket (smartphone), which has significantly altered our media use (feature 1). Not only has the time we spend with communication technologies increased significantly, but also our tendency to media-multitask (i.e. the use of TV, radio, print, the internet or any other medium in conjunction with another). About 30% of the time adolescents spend with media now consists of media multitasking (Rideout et al 2010) . This development has important research implications. How do we, for Not only may our media use be more selective, another trend is that the media messages we receive are increasingly more selected for us. Personalization of media lies at the core of the "demassification of mass communication" because it further allows media users to select their own media content (Sundar et al 2015, p 60) . Corporations such as Amazon, Netflix, and Google News increasingly attempt to personalize their content for each user in order to enhance engagement and shorten the distance between their products and website consumers. Personalization occurs through book or movie recommendations or by targeting information and advertising for individual users. Through personalization, corporations attempt to drive selective exposure (feature 1), and help users find entertainment, information, or brands that they never knew existed but are likely to want.
Research on personalization has rapidly emerged in the past years. Preliminary evidence
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shows that personalization may increase the cognitive and emotional engagement of media users (features 2 and 4), and by this route, it can enhance media effects (see Sundar Movies increasingly appear in 3D and we will soon be able to experience virtual reality games or worlds by means of head-mounted devices such as Oculus Rift. Such display devices provide users with a strong degree of sensory richness because they make them think and feel that the environment responds to their actions, and that users themselves are the source of changes to their environment (Sundar et al 2015) . Research into virtual reality or immersive virtual environments began in the past millennium, but recent technological advances are moving such technologies out of the research lab into our living room, where they can bring extremely engaging and vivid virtual worlds (Karutz & Bailenson 2015) .
Research into the everyday experiences with such technologies is still scarce. Important questions are, for example, how the properties of such technologies may enhance emotional and cognitive involvement with vivid and lifelike characters and narratives (feature 2 and 4)? And how may these properties further affect some of the canonical foci of (mass) media effects, such as learning, fear reactions, and aggression? These new developments may demand adjustments or refinements of theories and new ways of thinking. Providing answers to these questions and charting their implications for media 
Media Effects 50

Glossary of terms
Micro-level media effects theories: Theories that base their observations and conclusions on individual media users rather than on groups, institutions, systems, or society at large.
Media effects:
The deliberate and non-deliberate short-and long-term within-person changes in cognitions (including beliefs), emotions, attitudes, and behavior that result from media use.
Media use:
The intended or incidental selection of media types (e.g. TV, video games, the internet), content (e.g. entertainment, advertising, news), and technologies (e.g. social media).
